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Abstract 
E-business is one of the most dynamically developing areas of the Polish economy. It consists of several segments such as the 
following: e-services (including among others, portals, price comparison sites, social networking service and internet 
applications), e-marketing (including among others, on-line advertising portals, search engines, advertising networks), as well as 
e-commerce (online shops, virtual shopping arcades, auction sites). The subject matter of the herein paper is that of e-commerce. 
The attitudes, customs and motivations associated with purchasing online shall be presented on the basis of the Polish report 
about E-commerce in Poland 2014. The indication of the determinant stimulating and hindering purchases online facilitates the 
profound perception of the complexity of management in this sphere, while also providing the opportunity of undertaking actions 
aimed at increasing the value for both consumers and enterprises. 
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1. Notion of e-commerce 
E-commerce is an economic model in which digital products and services are commonly utilized for the 
realization of economic processes. Economic activity executed via the network is featured by independence of the 
geographical location of the party of the contract, shortened timescale of reaction, lower costs and possibilities of 
automization. The notion of e-commerce relates to all types of economic activity that are executed at least partly 
online with the aid of electronic ICT technologies. Likewise, it also encompasses entering and executing legal 
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activities between entrepreneurs, between the commercial provider of services and consumers, as well as the 
presentation on the Internet itself that encourages consumers to make contact. 
According to the World Trade Organization (WTO), it is necessary to perceive e-commerce as that of production, 
advertising, sales and distribution of products via ICT networks1. 
In general terms, e-commerce can be defined as the sale or purchase of goods or services that take place between 
businesses, households, individuals or private organisations, through electronic transactions conducted via the 
internet or other online networks. With regard to the survey on the utilization of ICT in households and by 
individuals, it is defined more specifically as the placing of orders for goods or services via the Internet (delivery or 
payment by electronic means is not a requirement for an e-commerce transaction). This may include, among others2, 
for example purchasing financial investments such as stocks and shares; confirming reservations for accommodation 
and travel; purchasing lottery tickets; subscribing to paid information services via the Internet or purchasing via 
online auctions. Orders via typed e-mails are not taken into consideration. 
The dynamic growth of ICT technologies and the possibilities of their utilization in trade create the opportunities 
of accelerated growth for the economy as a whole. The appropriate functioning of the new economic model requires 
the necessary appropriate legislative framework. The new application of IT technologies and the specifics of e-
commerce require these areas to be taken into account in terms of the world’s legislative system. 
2. Genesis and classification of e-commerce  
The genesis of the emergence of the e-commerce market was caused by the development of the Internet, which 
over the course of several decades became widespread all over the world. In the preliminary phase of its formation, 
the Internet fulfilled first and foremost a communicative role. In the 1980s, the first attempt to apply the Internet in 
trade was noted. Due to the existence of Electronic Data Interchange systems (EDI), enterprises could exchange 
information. This facilitated communication, but left a multitude of problems to be resolved in its wake, one of 
which was the fact that EDI only worked in company networks. Help was provided by B2B in resolving many 
problems of e-commerce, which availed of IT applications based on the network and was featured by greater 
flexibility. The Internet became a method of carrying out purchases or sales. With each passing year transactions 
executed via the Internet were continuously improved. The first Polish e-shop was established in 19973. Poland is a 
country in which Internet sales and purchases quickly gained followers, while online purchases are pushing out 
traditional purchases.  
The types of e-commerce may be divided up into the following groups 4: 
x B2B -Business to Business, relates to trade between enterprises. The electronic service of B2B relates to the 
processes aimed at the relation between the firm and its business partners. Activities of the B2B type are 
increasingly widespread and more frequently utilized in practice. Indeed, they are also increasingly supported 
by e-services that facilitate the direct transfer of information5. The specialized electronic services that require 
access to specific software in the case of the people availing of them, may be provided as the following: digital 
services, applications made accessible by means of renting specific services (enabling utilization in ASP mode), 
applications operating in the IT environment of a firm (in this case the application is installed by means of 
purchasing a licence). 
x B2C - Business to Customer. Electronic services in this field relate to the utilization of modern ICT 
technologies in terms of the issue of rendering services between an enterprise and consumers. They encompass 
transactions carried out via electronic means between a firm and a customer. This type of service is provided by 
online shops. 
x C2C - Customer to Customer. This term relates to various types of e-commerce between specific consumers, 
which may be exemplified by an individual online auction, or advertisement relating to sales. 
x C2B - Customer to Business. This is the most rare type of e-commerce, which relates to publishing on the part 
of consumer in specific shop windows of offers of purchases that are subsequently responded to by enterprises. 
An individual consumer proposes a specific product, while the interested party in terms of the purchase pays for 
it. 
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Apart from the aforesaid types of e-commerce, other types of ties are enumerated, for instance B2A (Business to 
Administration), C2A (Consumer to Administration), A2B (Administration to Business) or A2A (Administration to 
Administration).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1. Categories of e-commerce. 
Source: Gregor B., Stawiszynski M., 2002, E-Commerce, Oficyna Wydawnicza Branta, p. 82. 
 
The most significant issue referring to the application of e-commerce is that of the reduction of costs that is 
associated with among other aspects, the restriction of expenditure on the activities of offices, employment of 
workers, restriction of the need to avail of warehouses or simplification of contacts with customers. The benefits of 
applying e-commerce may include the possibility of the individualization of contact with a customer due to the 
easier acquisition of messages and rapid realization of comparisons of goods and services that may significantly 
save time. In describing the advantages of e-commerce, it is worth mentioning its possible limitations. These first 
and foremost include limitations in the sphere of direct viewing of the ordered goods prior to making a purchase, as 
well as the issue of the cost of delivering goods. 
In the herein paper, attention has been focused on the type of ties between business and the consumer. Most 
frequently, they take on the form of e-commerce executed by means of online shops, virtual shopping arcades and  
advertising portals.  
3. Polish society a country of internauts? 
The dynamic growth of the information society, as well as the growing demand for ever-increasing quality of 
ICT services and products has become the cause of the widespread use of computers in various walks of life of 
Polish people.  
The analysis of the access to the Internet presented below, as well as the degree of its utilization shall be carried 
out in a twofold manner. On the one hand, enterprises shall be analysed, while on the other hand households 
themselves.  
In 2014, 94% of enterprises availed of computers during the course of their activities. Access to the Internet was 
at the disposal of 93% of enterprises, while simultaneously availing of broadband most frequently (90%). The 
utilization of mobile broadband connections was declared by 61% of enterprises. During the period of 2011-2014, 
such indicators as the utilization of computers or access to the Internet maintained an approximate level in each class 
of size with relation to enterprises. In 2014, the indicator of enterprises possessing their own website amounted to 
65%. Almost two third of firms availed of a website with the aim of presenting catalogues of goods and services. In 
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2014, every fourth enterprise submitted orders via computer networks, while every tenth received orders via the 
Internet. E-administration was availed of by 88% of enterprises, while this form of contact with public 
administration was applied by almost all firms, both large and average in size. In 2014, the most frequently availed 
of type of social media was that of social networking sites (18%)6. 
Table 1 presents the key information relating to the extent of using the Internet by Polish enterprises.  
 
Table 1. Internet in Polish enterprises  
Characteristics  2014 
use of computers 94% 
access to the Internet 93% 
use of broadband 61% 
possession of own website 65% 
submitting orders on the Internet 75% 
receiving orders on the Internet 10% 
availing of-administration 88% 
use of social networking sites 18% 
Source: Information society in Poland in 2014 (Społeczeństwo informacyjne w Polsce w 2014 r.), GUS, Warsaw, p.5. 
 
Likewise, the number of households in possession of a computer is on the increase. In 2014, nearly 10 million 
households (77%) were equipped with a computer. The percentage of households with access to the Internet is also 
rising, which reached the level of 74% in 2014, while 71% of households availed of broadband (see Table 2). 
 
Table 2. Computerization of households (percentage of total households)  
Year Percentage of households in possession of a computer in their homes 
2011 71.3 
2012 73.4 
2013 74.7 
2014 77.1 
Source: Information society in Poland in 2014 (Społeczeństwo informacyjne w Polsce w 2014 r.), 
GUS, Warsaw, p.11. 
 
The indicators relating to the possession of a computer and access to the Internet illustrate the differentiation in 
terms of the type of household, place of residence and the degree of urbanization. Possession of a computer and 
access to the Internet was significantly more often declared by households with children, households from large city 
areas, as well as areas of a high degree of urbanization (see Table 3).The fading of disproportion in terms of the 
equipment of households with ICT solutions is visible with regard to the eastern regions and the other regions of the 
country. The main reason for the failure to have access to the Internet at home was due to the lack of need to avail of 
the Internet, which was indicated by 59% of households without access to the Internet at home. 
In 2014, the most frequent place to avail of a computer and the Internet among people aged 16-74 was at home 
(65% and 64% respectively). In terms of the group aged 12-15, these percentage points were higher and amounted to 
93% and 92% respectively7.  
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Table 3. Computerization of households in 2014  
Specification 
Percentage of total 
households 
Total 77.1 
According to type of household:   
Household without children* 94.8 
Household with children* 68.2 
According to class of place of abode:    
Large cities  82.0 
Smaller cities  75.5 
Rural areas  73.6 
According to degree of urbanization:     
High 80.6 
Medium 76.9 
Low  73.1 
*less than 16 years old 
Source: Information society in Poland in 2014 (Społeczeństwo informacyjne w Polsce w 2014 r.),  
GUS, Warsaw, p.11. 
 
The principal aim of availing of the Internet among people aged 16-74 was to send and receive electronic mail 
(53%), as well as to search for information about goods or services (50%). The level of interest in reading online and 
downloading files from newspapers or magazines is rising (47%) (see Table 4). 
 
Table 4. People availing of the Internet for private affairs within the last 3 months of 2014  
Specification  
Percentage of population 
12-15 years old  16-74 years old 
People availing of the Internet 97.1 66.6 
With the following aims:   
Sending, receiving electronic mail  64.5 52.9 
Making calls via the Internet, running conference calls  42.2 27.5 
Participating in chats, discussion groups or forums, availing of 
Internet communicators, creating and reading blogs and 
availing of social networks  
85.2 41.1 
Searching for information about goods or services 32.2 50.1 
Availing of services relating to services associated with 
travelling and accommodation 
- 13.8 
Listening to the radio on the Internet  27.3 19.0 
Downloading computer programs 19.0 14.9 
Playing computer games, downloading game files, music, films 
and graphics  
64.0 27.6 
Reading on-line, downloading files with newspapers or 
magazines 
39.5 47.2 
Searching for work, sending applications relating to 
employment 
- 11.6 
Availing of banking services 2.9 32.6 
Sales of goods or services 1.6 11.6 
Source: Information society in Poland in 2014 (Społeczeństwo informacyjne w Polsce w 2014 r.), GUS, Warsaw, p.16. 
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Among people aged 12-15, the main aim of availing of the Internet was to participate in chats, discussion groups 
or forums, avail of online communicators, creating and reading blogs, as well as availing of social networking sites 
(85%). 
 The percentage of people aged 16-74 who use e-administration amounted to 27%, whose principal aim was to 
search for information on public administration sites. 
In 2014, with the aim of connecting with the Internet outside of the place of residence or work, people aged 16-
74 most frequently availed of cellular phones or smartphones (27%), as well as laptops (23%). A similar situation 
exists among people aged 12-15 (46% and 33% respectively). 
The level of interest in terms of ordering goods and services on the Internet is rising. In 2014, 34% of people 
declared that over a period of 12 months preceding the period of commencing research, they ordered various types 
of goods in such a manner, most frequently clothing and sports gear. In the case of people aged 12-15, the indicator 
relating to purchases via the Internet averaged out at the level of 19%8. 
Among the computer users aged 12-15 and 16-74, the frequently carried out activity during the course of using a 
computer was that of copying and transferring files or folders (91% and 75% respectively), however in the case of 
people availing of the Internet in terms of both age groups of 12-15, as well as 16-74, the utilization of search 
engines was high (97% and 95% respectively)9. 
The data stipulated by Główny Urząd Statystyczny (Central Statistics Office) reveals that in spite of the 
increasingly saturated Polish society in terms of new technologies, there remains a wide margin of Poles that are left 
outside of the technological ecosystem. 
In fact, 2.8 million Polish households still do not have a computer, while over 3 million families are deprived of 
the right to have access to the Internet. Naturally speaking, the lack of access to the Internet is not always the result 
of technological or financial circumstances. 1.8 million Poles responded to the question as to why they did not avail 
of the Internet by saying that they did not feel such a need. In turn, over 11% of those analysed declared that they 
did not possess sufficient skills to browse the Internet in a capable manner10. 
 Internet access in the EU 28 is widespread and nowadays people use the Internet for a wide range of activities to 
order goods and services online. In the EU 28 in 2012, 75% of individuals aged 16 to 74 had used the Internet in the 
preceding 12 months, and nearly 60% of these Internet users reported that they had made purchases online. With 
regard to the Member States, the highest shares of online shoppers were registered in the United Kingdom (82% of 
Internet users), Denmark and Sweden (both 79%), Germany (77%), Luxembourg (73%) and Finland (72%), and the 
lowest in Romania (11%), Bulgaria (17%), Estonia and Italy (both 29%)11. 
4. Purchasing behaviour of Poles 
5.1. E-commerce market against the background of EU member states 
The market taken into consideration in this survey7 consists of approximately around 409 million citizens with 28 
of all states in Europe being EU member states. With the exception of Norway, all of the countries in the survey are 
EU member states, while simultaneously the majority of the countries indicated utilize the euro as their currency. In 
terms of population, Europe is the third largest region of the world, whereas in terms of surface area it is the second 
smallest in the world. In spite of the geographical limitations, there are major differences in GDP per capita between 
the countries. The EU country with the highest GDP per capita, Luxembourg, has a level of GDP per capita that is 
six times higher than that of the poorest country, Bulgaria. Purchasing products online is now a natural element of 
the everyday lives of Nordic consumers. In the twelve countries taken into account in the survey, a total of 240 
million people bought goods online over the past year. The background to this is the increasing use of the Internet, 
as well as access to smartphones and mobile broadband, combined with the fact that the countries in general have a 
population with strong purchasing power.  
In the Nordic region, which has the highest level of Internet penetration in Europe, four out of five respondents 
bought goods online. The same figures are relevant in the cases of the UK and Germany, representing around 100 
million consumers aged between 15- 79 in the afore-mentioned countries. The British top the list when it comes to 
the average amount spent buying goods online last year. The average e-commerce consumer in the UK spent 953 
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euros shopping online. During the same period, Europeans in these twelve countries presented spent a total of 170 
billion euros12. 
 
Table 5. Percentage of people who bought various product categories online in 2014  
Specification  U
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Clothing / footwear  53 54 35 42 38 27 18 31 
Home electronics 38 39 37 29 28 28 22 24 
Books  42 47 33 32 23 21 20 19 
Cosmetics, skincare and haircare 24 29 14 23 13 15 11 19 
CDs 32 29 13 19 13 11 10 8 
Films/DVDs 33 28 19 15 12 11 8 5 
Home furnishing  25 22 12 10 9 6 4 11 
Sport and leisure articles 11 24 13 14 9 14 8 11 
Children’s articles 18 17 8 16 11 11 7 15 
Toys 18 17 8 14 8 10 6 9 
Car accessories 18 20 8 12 6 10 8 18 
Food 27 11 5 11 4 10 4 4 
Source: Self-analysis on the basis of E-commerce Europe 2014, Postnord 2014, pp. 10-13. 
 
Clothing and footwear, as well as household electronic goods are the principal products bought in all European 
countries. In particular, clothing and footwear were the most common purchases among online shoppers last year in 
all countries except the Nordic region, Spain and Italy. In the aforesaid countries, household electronic goods are the 
most popular (see Table 5). 
In Germany and the UK, more than half of online shoppers, 54 and 53 per cent respectively, bought clothing and 
footwear online last year. This was followed by books in second place, which were bought by 47 per cent of 
Germans and 42 per cent of the British. Third place was taken by household electronic goods, which were bought by 
39 per cent of Germans and 38 per cent of the British. Nevertheless, first place is taken by household electronic 
goods in the Nordic region, Spain and Italy ahead of clothing and footwear. 37 per cent of those in the Nordic region 
bought home electronics, compared with 28 per cent of Spaniards and 22 per cent of Italians. This did not differ 
significantly from clothing and footwear, which was bought by 35 per cent of those in the Nordic region, whereas 27 
per cent of Spaniards and 18 per cent of Italians13.  
5.2. Results of report on E-commerce in Poland 2014. 
E-commerce constitutes one of the most rapidly growing sectors of the Polish economy, thus the pace of growth 
of trade online outruns that of the growth of trade in its traditional form. E- commerce is currently the distribution 
channel on the retail market that boasts double figures in terms of the dynamics of growth, which incidentally is not 
adversely affected by the negative information on the issue of the state of the economy or individual consumption. 
The changes occurring in the IT world and the habits of consumers lead to the case whereby year after year the 
number of people constantly availing of the Internet and basing their purchases on this distribution channel of sales 
is increasing. 
When comparing the situation of Polish market of e-commerce with the remaining markets Central Europe, it is 
necessary to underline that Poland holds fourth position just after Germany, Austria and Switzerland (see Table 6). 
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Table 6. Ranking of Central Europe in turnover 
in 2013 (millions of EUR)  
Country Millions of Euro 
Germany 63,400 
Austria 10,970 
Switzerland  10,200 
Poland  5,225 
Czech Republic 2,160 
Hungary  0,810 
Slovakia  0,330 
Slovenia 0,180 
Source: E-commerce Europe, European B2C  
E-commerce Report 2014  
 
The results of research taken from the report entitled “E-commerce in Poland 2014” shall be presented below. 
The research in question was carried out in March 2014 on a group of 1,500 internauts and was executed with the 
aid of CAWI dynamic surveys (Computer-Assisted Web Interview) that were randomly emitted on sites with a 
combined range covering over 90% of Polish internauts. The aim of this research was to become familiar with the 
attitudes, customs and motivations associated with purchasing online. 
The results of the analysed people indicates that purchasing via the Internet constitutes 45% of the population as 
a whole and internauts themselves (see Fig. 2). These are to a large extent young people who are well educated, 
from larger cities and are in a relatively good material situation.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2. Activities carried out on the Internet – data in percentage form (N-1500)  
Source: E-commerce in Poland in 2014 (E-commerce w Polsce 2014), Gemius, Warsaw 2015, p.33 
The majority of people making purchases on Polish portals are those aged 25-34 (59%), with a higher level of 
education (63%), as well as having a high level of income in the household (over 3,000 PLN). The popularity of 
purchases on Polish portals is growing together with the size of the place of residence of the respondents at hand. By 
way of comparison, purchases on foreign websites are popular mainly among men and young people (15-18 years 
old and 25-34 years old respectively), with a higher level of education, as well as a high level of income in the 
household (over 5,000 PLN) and inhabitants of larger cities14.  
Of the reasons cited by internauts as to why they make purchases solely on Polish portals, the most frequently 
spontaneous response is that of security and convenience (18%). Lower down on the ranking are those of the lower 
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costs of delivery and the possibility of self-collection (13%) and rapid delivery (10%). Slightly more than one in ten 
respondents indicate the language barrier (see Fig. 3). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. Motivating factors for making purchases online (N-814) 
Source: E-commerce in Poland in 2014 (E-commerce w Polsce 2014), Gemius, Warsaw 2015, p. 41. 
Respondents who make purchases via the Internet indicate a multitude of reasons as to why this method is 
attractive to them. Many of them are of the conviction that it is a convenient way of making purchases. On the other 
hand, a very popular conviction is that the products available online are cheaper in comparison with traditional 
shops (79% of respondents), as well as the fact that the purchaser acquires access to a wider assortment (63%)15.  
A mere one third of respondents appreciates the possibility of returning goods without providing a reason within 
ten days of the purchase having been made (see Fig. 3). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 4.  Factors hindering making purchases online (N-814) 
Source: E-commerce in Poland in 2014 (E-commerce w Polsce 2014), Gemius, Warsaw 2015, p.51. 
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The high costs of delivery and the long period of waiting for a product are situations that respondents have 
encountered most often while making purchases online (48% and 37% respectively). Further down the ranking were 
as follows: the difficulty of finding the desired product, receiving a product that does not fulfil expectations and the 
inappropriate customer service; approximately 10% of respondents experienced problems in terms of the quality of 
the products received, which were either not full value or were not original. Every eighth respondent encountered 
the situation whereby he/she did not receive the item ordered at all. A mere every fourth purchaser online had not 
encountered any of the afore-mentioned problems in recent times (see Fig. 4). 
Polish internauts have very different forms of experience in the sphere of e-purchases. The greatest range of such 
is presented by categories of clothing /accessories / books / CDs / films and audio-visual items / household goods. 
At the other extreme may be found insurance, food products and collectors’ items which are bought by every fourth 
e-customer. 
5. Conclusions 
The appropriate and timely evaluation of the factors (variables) shaping the behaviour of e-customers is a great 
challenge for both managers and enterprises. Effective managers in the 21st century should be attentive observers of 
the trends occurring in the environs of enterprises, including the sphere of e-purchases. Analysis of consumer trends 
and changes in the behaviour of consumer may have significant implications for the strategies of their enterprises. 
As was stated by T. Leahy, a long-serving chairman of Tesco company in an interview, “the voice of a customer is 
the only one that can silence a president, a supervisory board chairman, shareholder or financial head”. On the 
Polish market in terms of the development of e-purchases, it is essential to mainly pay attention to the high costs of 
their maintenance and the length of time waiting for delivery. 
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